
MASTER'S THESIS

Overview of Sevice Process in 5 Star
Restaurants of Teheran

Kasra Hosseini
Ava Kianzad

2014

Master (120 credits)
Business Administration

Luleå University of Technology
Department of Business, Administration, Technology and Social Sciences



1 
 

                                                                           

                                                                                                            INSTROCT 

 

 

MASTER’S THESIS 

 

 

OVERVIEW OF SEVICE PROCESS IN 5 STAR 

RESTAURANTS OF TEHRAN 

 

 

 

Ava Kianzad 

KasraHosseini 



2 
 

ABSTRACT 

Researchers of this thesis are both working in service industry so they could see 

some infirmities in the service industry of Iran. Now this research is focusing on a 

small part of service industry which is service in 5 star restaurants of Tehran with 

the goal of preparing useful data in order to help restaurant’s industry’s 

improvement. 

At first there are some background reviews of the researches being done about 

service and restaurant industry. Then the problem that is being focused in the 

research is introduced. Also key words and phrases and main areas that are 

discussed in the research have been defined. Then used methods and tools for 

gathering data are being introduced and the process of analyzing data is indicated. 

At last, conclusion and findings that are achieved is discussed. 
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Chapter I  

 

 

1.1 Introduction 

Services are everywhere we turn, whether it would be a travel to an exotic 

tourism destination, a visit to the doctor, a church service or a meal at our 

favorite restaurant. More and more countries, particularly the so-called 

industrialized countries, are finding that the majority of employment is being 

generated by their service sector. Thus, the service sector consists of many 

different industries but, perhaps none more compelling than the hospitality 

industry (Hoffman, Bateson, Wood & Kenyon,2006). 

Since early days, a great deal has been written regarding specific differences 

between goods and services. The majority of these differences are primarily 

attributed to four unique characteristics: intangibility, inseparability, 

heterogeneity and perishability (Bateson, 1995). These characteristics will be 

discussed in chapter two. 

The production of hospitality products does not take place until the customer 

request it (Knowles, 1996). 

As for many other businesses, one main goal for restaurants is to have satisfied 

customers. Restaurant patrons who are satisfied with the services are more 

likely to repurchase and more willing to spare a positive word of mouth to 

others. (Yuksel&Yuksel,2002) Customer satisfaction has direct relationship 

with positive word of mouth, which, when generated from existing customers, 

often translates into more new customers (Reid &Bojanic, 2006). 
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The two concepts of customer satisfaction and service quality are intertwined. 

Most experts agree that customer satisfaction is a short-term, transaction-

specific measure, whereas service quality is an attitude formed by long-term, 

overall evaluation of performance. (Hoffman et al., 2006) 

Every service business needs to proactively define and measure customer 

satisfaction. But, because of the nature of service, measuring, defining and 

maintaining customer satisfaction has become so hard for providers in this 

sector. (Hoffman et al., 2006) 

Parasuraman, Zeithaml and Berry (1988) have suggested evaluating service 

quality by the gap between expected service and perceived service. They have 

suggested SERVQUAL’s five dimensions framework of service quality which 

will be discussed more, later. 

 

1.2 Background 

As the service sector continues to expand, the issue of service quality has 

received increasingly more attention. The procedural and convivial dimensions 

of service mean that it is characterized by variation and lack of uniformity. 

(Knowles, 1996) 

In reality, many services contain at least some goods elements, such as the 

menu selections at a café. What was once a good, is rapidly becoming a service. 

(Hoffman et al., 2006) 

Service quality is a perception resulting from attitudes formed by customers 

long-term, overall evaluation of performance (Reid &Bojanic, 2006). 

Definitions of quality have become increasingly sophisticated during the past 

two decades (Olsen, Teare &Gummesson, 1996). 
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Parasuraman (1985) have proposed that the gap between perceived and 

expected quality could be taken as the definition of service quality.(lbid.) 

Although measurements of customer satisfaction and service quality are both 

obtained by comparing perceptions to expectations, subtle differences between 

the two concepts are seen in their operational definitions. Customer satisfaction 

compares the consumer perceptions to what consumers would normally expect, 

service quality compares perceptions to what a consumer should expect from a 

firm that delivers high-quality services. Based on given definitions, service 

quality appears to measure a higher standard of service delivery. (Hoffman et 

al., 2006) 

The importance of customer satisfaction cannot be overstated. Without 

customers, the service firm has no reason to exist. It is naive to wait for 

customers to complain in order to identify problems in the service delivery 

system or to gauge the firm’s progress in customer satisfaction based on the 

number of complaints received. Also to deliver a consistent set of satisfying 

experiences that can build into an evaluation of high quality requires the entire 

organization to be focused on the task. The needs of the consumer must be 

understood in detail, as must the operational constraints under which the firm 

operates. Service providers must be focused on quality, and the system must be 

designed to support that mission by being controlled correctly and delivering as 

it was designed to do. (lbid.) 

A frequently used and highly debated measure of service quality is the 

SERVQUAL scale (Parasuraman, Zeithaml and Berry, 1988). SERVQUAL is a 

diagnostic tool that uncovers a firm’s broad weaknesses and strengths in the 

area of service quality. The SERVQUAL instrument is based on five 

dimensions of service quality including tangibles, reliability, responsiveness, 

assurance and empathy. (Hoffman et al., 2006) 
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Conceptually, the service quality process can be examined in terms of gaps 

between expectations and perceptions on the part of management, employees 

and customers (Parasuraman,Zeithaml & Berry, 1985). 

 

With the aim of showing the importance of customer satisfaction, the following 

figure is gathered by the Technical Assistance Research Program (TARP) 

(Albrecht &Zwenke, 1985): 

• The average business does not hear from 96 percent of its unhappy 

customers. 

• For every complaint received, 26 customers actually have the same 

problem. 

• The average person with a problem tells 9 or 10 people. Thirteen percent 

will tell more than 20. 

• Customers who have their complaints satisfactorily resolved tell an 

average of five people about the treatment they received. 

• Complainers are more likely to do business with you again than no 

complainers: 54-70 percent if resolved at all, and 95 percent if handled 

quickly. 

 

The TARP figures demonstrate that customers do not actively complain to 

service firms themselves. Instead, consumers voice their dissatisfaction with 

their feet, by defecting to competitors, and with their mouths, by telling existing 

and potential customers exactly how they were mistreated by the firm (Hoffman 

et al., 2006).  
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1.3 The Setting 

This research will be about service delivery in five star restaurants of Tehran 

which are mostly in parts of the city with population that are having more 

purchasing power and more tendencies to purchase on this kind of restaurants. 

Tehran is capital of Iran with approximately 12 million populations.  

With this population and about 14 million metropolitan areas, Tehran is Iran's 

largest city and urban area. Also Tehran is the largest city in western Asia and 

the 5th largest city globally. In the 20th and 21st centuries, Tehran has been the 

subject to mass migration of people from all around Iran. Tehran has many 

modern and chic restaurants, serving both traditional Iranian and cosmopolitan 

cuisine.  (http://en.wikipedia.org/wiki/Tehran) 

The city can be roughly divided into two different parts; north and south. The 

northern districts of Tehran are more prosperous, modern, cosmopolitan and 

expensive while southern part is less attractive but cheaper. 

(http://wikitravel.org/en/Tehran) 

The 5 star restaurants are mostly in north part of Tehran and the 3 selected 

restaurants for this research are also been chosen from them. 

 

 

 

 

 

 

http://en.wikipedia.org/wiki/Tehran
http://wikitravel.org/en/Tehran
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1.4 Problem Discussion 

The current research is going to focus on service quality and service delivery 

problems which exist in five star restaurants of Tehran. 

According to our findings there is no existence of any research about service 

delivery and the relationship between service delivery and customer’s 

satisfaction in fine dining restaurants of Tehran to help them perform much 

more effective and productive in the current competitive situation. We will 

focus on SERVQUAL tool which was presented by Parasuraman, Zeithaml and 

Berry in 1988 for measuring service quality. 

 Purpose of the current research is to gain better understanding of how service 

quality influences customer satisfaction in fine dining restaurants of Tehran and 

also to describe the relationship between levels of service quality that is being 

delivered in restaurants with levels of customer satisfaction. 

 

1.5 Research Questions 

In this study we decided to have 3 research question and 3 hypotheses. 

Hypotheses will be proved or denied at the end with the help of the result. 

1. Is there a relationship between service quality in restaurant and overall 

customer satisfaction? 

2. To what extend does service quality factors predict customer satisfaction? 

3. Is there any relationship between server's appearance and behavior and 

customer satisfaction? 
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Hypothesis 

H1. There is a positive relationship between service quality and overall 

customer satisfaction. 

 

H2. Service quality factors have a positive impact on overall customer 

satisfaction. 

 

H3. There is a relationship between server’s appearance and behavior and 

customer satisfaction. 
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Chapter II 

Review of Literature 

 

 

In the previous chapter, background and problem discussion was presented. 

Now this Chapter is going to discuss the main area through the published 

articles, journals, related books and totally the existing studies about the 

topic in order to provide a review of literature and the concept of service 

quality and customer satisfaction in restaurant sector. Then Research 

questions would be answered during the next chapter. 

  

2.1 Service characterization 

Goods can be defined as objectives, device or things, when as service can be define 

as deeds, effects or performance (Hoffman et al., 2006). The most frequently 

mentioned difference in attributes between service and products are intangibility, 

perishability, heterogeneity and simultaneous production and consumption 

(Knowles, 1996). 

• Intangibility 

Service are said to be intangible because they are performances rather than object. 

They cannot be touched or seen in the same manner as goods. Instead, they are 

experienced, and consumers’ judgments about them tend to be more subjective 

than objective. (Hoffman et al., 2006) 
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• Inseparability 

Inseparability of production and consumption refers to the fact that whereas goods 

are first produced, then sold, and then consumed, services are sold first and then 

produced and consumed simultaneously. (lbid.) 

• Heterogeneity 

Heterogeneity refers to the potential for service performance to vary from one 

service transaction to the next. Services are produced by people; consequently, 

variability is inherent in the production process. This lack of consistency cannot be 

eliminated as it frequently can be with goods. (lbid.) 

People are dealing in production of the service. Each customer brings different 

experience and expectations, which affect the quality of consumption. (Knowles, 

1996) 

• Perishability 

Finally perishability means that services cannot be saved; unused capacity in 

services cannot be reserved, and services themselves cannot be inventoried. 

Consequently, perishability leads to formidable challenges relating to the balancing 

of supply and demand. (Hoffman et al., 2006) 

 

2.2 Service Quality 

An attribute formed by long-term overall evaluation of a firm’s performance. 

(lbid.)  
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Service quality is the result of comparing the expectation of service quality and the 

perception of feelings. That is, the service quality not only includes the evaluation 

of the service performances, but also includes the process of service. 

(Parasuraman, Zeithaml & Berry, 1988) 

Service quality is the outcome of an evaluation process where the consumer 

compares his expectations with the service he perceived he has received.” In other 

words, perceived service is measured against expected service. Service quality has 

been seen as the result of comparing a customer’s expectations prior to receiving 

the service with the customer’s experiences with the service. (Gronroos, 1982) 

Concept of service quality from the company’s perspective is that service quality is 

the degree of excellence for meeting the customer’s requirements, and control over 

the variability in achieving that excellence (Wyckoff, 1984). 

Service quality is a relationship between a customer and the particular employee 

with whom the customer is dealing. Although the actual level of service quality is 

developed in the employee-customer relationship, management must ensure that 

customers’ experiences are in line with their expectations. (Sherden, 1988) 

Characteristics of service quality are as follows: a) that which is delivered is a 

performance, b) the customer is involved in production, c) other customers are 

often similarly involved in production (e.g., a theater), d) quality control can only 

be performed during delivery, e) service cannot be inventoried, f) deliver is “real 

time”, and g) distribution channels are nonexistent or compressed. (Lovelock, 

1991) 

It is seen that the relationship between customer satisfaction and service quality 

concepts is unclear. However, some believe that customer satisfaction leads to 

perceived service quality, while others believe that service quality leads to 



19 
 

customer satisfaction. (Hoffman et al., 2006) Indeed customers who are satisfied 

become loyal and for customers to be satisfied, service quality is key (Lovelock & 

Wirtz, 2004). 

According to Parasuraman, Zeithaml & Berry, 1985, 1988, perceived service 

quality is the result of the consumer’s comparison of service with the service they 

received. 

The main difference between satisfaction and perceived service quality is that the 

concept of satisfaction is connected with a specific transaction while service 

quality is considered to be the consumers overall evaluation of the service and 

resembles the attitude concept. (Lewis & Klein, 1988) 

Customer’s evaluation of the service quality is critical to service firms that aim to 

improve their marketing strategies (Cronin & Taylor, 1992) 

 Perceived service quality is a function of the interaction among three independent 

variables: normative expectations, predictive expectations, and actual service 

quality. The lower the expectations the consumers have about what should happen, 

the better their perceptions of the actual service. In addition, the higher their 

expectations about what will happen, the better their perceptions of the actual 

service. (Stevens, Knutson, & Patton, 1995) 

Thus, service quality has been seen as the result of comparing a customer’s 

expectation with the customer’s experiences from the service they receive. If 

expectations are met or exceed, service quality is perceived to be satisfactory 

(Liljander &Strandvik, 1993). 
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Service quality includes the following seven constructions or attributes: 1) security, 

2) consistency, 3) attitude, 4) completeness, 5) condition, 6) availability, and 7) 

timing. (Sasser, Olsen, & Wyckoff, 1978) 

 

2.2.1 Types of Customer Expectations 

At a first glance comparing expectations with perceptions when developing 

customer satisfaction evaluation sounds fairly straight forward. Expectations serve 

a benchmark against which present and future service encounters are compared. 

However, this relatively simple scenario becomes a bit more confusing when you 

realize that there exist at least two different types of expectations (desired services 

and adequate services). (Zeithaml, Berry &Parasuraman, 1993) 

Predicted service is a probability expectation that reflects the level of service 

customers believe is likely to occur. It is generally agreed that customer 

satisfaction evaluations are developed by comparing predicted service to perceived 

service received. (Hoffman et al., 2006)  

Desired service is an ideal expectation that reflects what customers actually want 

compared with predicted service, which is what is likely to occur. Hence, in most 

instances, desired service reflects a higher expectation than predicted service. 

Comparing desired service expectations to perceived service received results in a 

measure of perceived service superiority. (lbid.) 

In contrast, adequate service is a minimum tolerable expectation and reflects the 

level of service the customer is willing to accept. Adequate service is based on 

experiences or norms that develop over time. Hence, one factor that influences 

adequate service is predicted service. Encounters that fall below expected norms 
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fall below adequate service expectations. Comparing adequate service with 

perceived service produces a measure of perceived service adequacy. (lbid.) 

The Zone of Tolerance 

Because services are characterized by heterogeneity, consumers learn to expect 

variation in service delivery from one location to the next and even with the same 

provider from one day to the next. Consumers who accept this variation develop a 

zone of tolerance, which reflects the difference between desired service and 

adequate service. The zone of tolerance expands and contrasts across customers 

and within the same customer depending on the service and the conditions under 

which the service is provided. Other factors, such as price, may influence the zone 

of tolerance. Typically, as the price increases, the customer’s zone of tolerance 

decreases as desired service needs begin to dominate, and the customer becomes 

less forgiving of sloppy service. (lbid.) 

Another interesting characteristic of the zone of tolerance is that desired service is 

less subject to change than adequate service. Adequate service fluctuates based on 

circumstances surrounding the service delivery process and changes the size of the 

zone of tolerance accordingly. (lbid.) 
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Figure 2-1 

Zeithaml, Berry & Parasuraman. (1993) 

 

2.3Measuring Service Quality 

Delivering superior service quality appears to be a prerequisite for success 

(Parasuraman et al., 1988). Interest in the measurement of service quality is 

understandably high due to the fact that delivering high levels of service quality 

has been known to be a key to service providers' efforts to position themselves 

more effectively in the competitive market place(Cronin & Taylor, 1992). 

 

 

Zone of  
Tolerance 

Desired  
Service 

Adequate 
service 

Expected 
service 
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Examining service quality and its relationship with relevant constructs not only 

requires recognition of essential dimensions of service quality, but also 

identification of dimensions that are most meaningful to the customers in 

measuring the overall satisfaction is necessary. Therefore, having a better 

understanding of service quality is associated with considering various dimensions 

of service quality. (See Table 1) 

 Service quality dimensions or attributes are those attributes that contribute to the 

creation of consumer expectations and perceptions of service quality. 

 A frequently used and highly debated measure of service quality is the 

SERVQUAL scale. (Parasuraman et al., 1988) 

According to its developers, SERVQUAL is a diagnostic tool that uncovers the 

firm’s broad weaknesses and strengths in the area of service quality. The 

SERVQUAL instrument is based on five service quality dimensions that were 

obtained through extensive focus group interviews with consumers. The five 

dimensions include tangibles, reliability, responsiveness, assurance and empathy, 

and they provide the ‘skeleton’ underlying service quality. (Hoffman et al., 2006) 

The SERVQUAL instrument consists of two sections: a 22-item section that 

records customer expectations of excellent firms in the specific service industry, 

and a second 22-item section that measures consumer perceptions of a particular 

company in that service industry. Results from the two sections are then compared 

to arrive at ‘gap scores’ for each of the five dimensions. The larger the gap, the 

further consumer perception are from expectations, and the lower the service 

quality evaluation. In contrast, the smaller the gap is, the higher the service quality 

evaluation would be. (lbid.) Customer expectations are measured on a 7-point scale 
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with the anchor labels of ‘not at all essential’ and ‘absolutely essential’ (Zeithaml 

et al., 1993). 

Similarly, customer perceptions are measured on another 7-point scale with anchor 

labels of ‘strongly agree’ and ‘strongly disagree’. Hence, SERVQUAL is a 44-item 

scale that measures customer expectations and perceptions regarding five service 

quality dimensions. (Carrillat, Jaramillo &Mulki, 2007) 

Completed a full analysis of the criticisms and praise and concluded that despite its 

age it is a very useful diagnostic tool that service managers can still use to identify 

gaps and shortfalls. (Hoffman et al., 2006) 

Table 2-1 

Five dimensions of service quality 

Dimensions           Items 

Tangibles:           Physical facilities, equipment and appearance of personnel 

1. Modern equipment. 

2. Visually appealing facilities. 

3. Employees who have a neat, professional appearance. 

4. Visually appealing materials associated with the service. 

Reliability:         Ability to perform the promised service dependably and accurately 

5. Providing services as promised. 

6. Dependability in handling customers’ service problems. 

7. Performing service right the first time. 

8. Providing services at the promised time. 

9. Maintaining error-free records. 
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Responsiveness: Willingness to help customers and provide prompt service. 

10. Keeping customers informed about when services will be 

performed. 

11. Prompt service to customers. 

12. Willingness to help customer. 

13. Readiness to respond to customers’ request. 

Assurance:        Knowledge and courtesy of employees and their ability to inspire trust  

               and confidence. 

14. Employees who instill confidence in customers. 

15. Making customers feel safe in their transactions. 

16. Employees who are consistently courteous. 

17. Employees who have the knowledge to answer customer 

questions. 

Empathy:            Caring, individualized attention the firm provides its customer   

                           questions. 

18. Giving customers individual attention. 

19. Employees who deal with customers in a caring fashion. 

20. Having the customer’s best interest at heart. 

21. Employees who understand the needs of their customers. 

22. Convenient business hours. 

Note: Parasuraman, Zeithaml& Berry (1988) 
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2.3.1SERVQUAL: Some Final Thoughts 

The importance of contact personnel: The SERVQUAL instrument highlights 

several points that service providers should consider when examining service 

quality. First, customer perceptions of service are heavily dependent on the 

attitudes and performance of contact personnel. Of the five dimensions measured, 

responsiveness, empathy and assurance directly reflect the interaction between 

customers and staff. Even tangibles depend partly on the appearance, dress and 

hygiene of the service staff. (Hoffman et al, 2006) 

Process is as important as outcome: The manner in which customers judge a 

service depends as much on the service process as on the outcome. How the 

service is delivered is as important as the frequency and nature of the service. 

Consequently, customer satisfaction depends on the production of services as well 

as their consumption. (lbid.) 

Viewing services as a process raises considerable difficulties for management 

when trying to write service quality standards. Standards can be examined either 

from the perspective of the consumer or from that of the operating system. Thus, a 

specification can be written based on consumers’ ratings of the responsiveness of 

the organization. Unfortunately, although this is a quantitative measure, it does 

little to guide the behavior of operations managers and contact personnel. (lbid.) 

Consumer perceptions are unpredictable: Ratings of service quality dimensions 

may be influenced by factors outside the control of the organization that may not 

be readily apparent to managers. For example, consumer moods and attitudes may 

influence ratings. Studies have shown that when rating services, consumers use a 

diverse variety of clues. A recent study shows that, even if a service firm generates 

a negative disconfirmation for a consumer, it may not be judged as delivering a 
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poor level of satisfaction. Since they are part of the process, consumers may 

attribute failure to themselves or to factors outside the control of the firm. Such 

attributions are shown to depend on the physical characteristics of the service 

firm.(lbid.) 

 For example, a tidy office setting leads negative attributions away from the firm, 

while a messy office generates attributions of dissatisfaction towards the firm. 

Untidy and unclean hospitals also make patients feel uncomfortable and 

dissatisfied with the service they will receive. (Whitehead, May &Agahi, 2007) 

 

2.4 Customer Satisfaction 

Measuring satisfaction of customers of service organizations is still one of the most 

subjective and difficult parts of managing service quality (Wyckoff, 1984) 

Customer satisfaction/dissatisfaction is that it is a comparison of customer 

expectations to perceptions regarding the actual service encounter. (Hoffman et al, 

2006) 

Oliver (1981) defined satisfaction as a summary of psychological state resulting 

when the emotion surrounding disconfirmed expectations is coupled with the 

consumer's prior feelings about the consumption experience. 

Customer satisfaction plays a vital role in developing the restaurant’s long term 

economic success since a dissatisfied customer is unlikely to return to a restaurant 

or recommend it to friends and relatives. (Yuksel & Yuksel, 2002) Also customer 

relationships are known as of a greater value in the service industries then in the 

production industry. (Nichollas, Cibert & Roslow, 1998) 
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Satisfaction is an overall customer attitude towards a service provider or an 

emotional reaction to the difference between what customer anticipate and what 

they receive, regarding the fulfillment of some need, goal or desire. (Hansemark 

&Albinsson, 2004) 

There are two ways of viewing customer satisfaction: 

Customer encounter and overall satisfaction, service encounter satisfaction accrue 

when customers are satisfied with a specific service encounter while overall 

satisfaction is an evaluation based on multiple encounter. (Bitner& Hubbert,1994) 

Satisfaction has been defined as an overall evaluation of performance based on all 

prior experiences with a firm. (Latour& Peat, 1979) Also Olive (1997) said that 

higher level of customer satisfaction has result in higher level of repurchase. 

On the other hand, dissatisfied customers may try to reduce the dissonance by 

abandoning or returning the product, or they may try to reduce the dissonance by 

seeking information that might confirm its high value (Kotler, 2000). 

Previous study suggested that service quality is an important indicator of customer 

satisfaction. (Spreng & Mackoy, 2010)  
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Figure 2-2 

 

 

 

High dissatisfaction          High satisfaction 

 

Conceptual distribution of satisfaction measurements 

Source: Robert A. Peterson and William R. Wilson. (1992) 

 

 

2.4.1 The Benefits of Customer Satisfaction 

Marketing researchers have proposed that the benefits of increased customer 

satisfaction come in two basic forms: the improved ability of the firm to attract 

new customers and the ability of the firm to maintain repeated customers (Rust, 

Zahorik, &Keiningham, 1995).  

Customers are often willing to pay more and stay with a firm that meets their needs 

than to take the risk associated with moving to a lower-priced service offering 

(Hoffman et al., 2006). 

Although some may argue that customers are unreasonable at times, little evidence 

can be found of extravagant customer expectations (Zeithaml et al., 1993). 

Consequently, satisfying customers is not an impossible task. In fact, meeting and 
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exceeding customer expectations may reap several valuable benefits for the firm. 

Positive word-of-mouth generated from existing customers often translates into 

more new customers. (Yeung, M.C.H., Ging,L., & Ennew, C.T.(2002). 

Table 2-2 

Alternative satisfaction definitions 

 

                   Normative deficit definition compares actual outcomes to those that are culturally 

acceptable. 

Equity definition                 Compares gains in a social exchange- if the gains are unequal, 

the loser is dissatisfied. 

 

Normative standard definition     Expectations are based on what the consumer believes 

he/she should receive – dissatisfaction occurs when the actual outcome is 

different from the standard expectation. 

Procedural fairness definition       Satisfaction is a function of the consumer’s belief that 

he/she was treated fairly. 

 

“Source: Hunt (1991)” 
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2.4.2 Service Quality and Customer Satisfaction 

Parasuraman, Zeithaml, & Berry (1988) conceptualized perceived service quality 

as a long-run overall evaluation about a service, whereas satisfaction was a 

transaction-specific evaluation. Based on these conceptualizations, they posited 

that incidents of satisfaction over time result in perceptions of service quality. 

Other researchers supported the argument that customer satisfaction leads to 

service quality. For example, Bitner (1990) developed a model of service 

encounter evaluation and empirically supported the effect of satisfaction on service 

quality. Bolton & Drew (1991b) also proposed that satisfaction leads to service 

quality. 

Cronin &Taylor (1992) reported that in their structural analysis for the causal 

relations among satisfaction, overall service quality, and purchase intention, the 

coefficients of path for service quality, satisfaction, and purchase intention 

appeared to be all significant while the coefficients of path for satisfaction, service 

quality, purchase intention were insignificant. 

The causal relation of service quality and satisfaction with data collected in area of 

health care was supported by Several researchers who stated that overall service 

quality is determined only by the customer’s perception of a service, rather than 

the difference between the customer’s expectation and actual service 

performance(Woodside, Frey & Daly, 1989). 

 

2.5 Conceptualization: 

The previous sections of the thesis have presented the background for this study 

together with the literature studies, or theories based on the area of our study. The 
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theories presented have been analyzed to see which fit this study and they will be 

presented in this part of the thesis. 

Huberman & Miles (1994) state that a conceptual framework shows either 

graphically or in a narrative forms the aspects that will be studied. All of the 

research questions will be brought up, and a graphical framework will be 

presented. 

Figure 2-3 

Conceptual model of Service quality 
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2.5.1 Conceptualization of research question one:  Is there a relationship 

between service quality in restaurant and overall customer satisfaction? 

The first question for the current research is about the important part of service 

which is the quality and customer satisfaction.  

The aim of this question is to find the influences that services quality have on 

customers mind in order to meet their needs and wants to make them satisfied. 

And also, this question tries to discuss the effective elements of service quality for 

customer satisfaction.  

• Perception and expectation 

Service quality is the result of comparing the expectation of service quality and 

perception of feeling. That is, the service quality not only includes the evaluation 

of the service performance, but also includes the process of service. (lbid) 

• Customer evaluation and market strategy 

The perceived service quality is the result of the consumer’s comparison of service 

with the service they received. Customer evaluation of the service quality is critical 

to service firms that aim to improve their marketing strategies. (lbid) 

• Benefits of customer satisfaction for the firm 

Customer satisfaction could Improving ability of the firm to attract new customer 

and the ability of the firm to maintain repeated customers. (lbid) 

As Sherden, 1988 has said, Service quality is a relationship between a customer 

and the particular employee with whom the customer is dealing and may lead to 

satisfaction or dissatisfaction. So we chose this question as an important one to 
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analyze this relationship and the results and see what the role of service quality is 

in overall customer satisfaction. 

2.5.2 Conceptualization of research question two: To what extend does service 

quality factors predict customer satisfaction? 

• Customer encounter 

There is two way of viewing customer satisfaction, customer encounter is one of 

them. Service encounter satisfaction accrue when customers are satisfied with 

specific service encounter while overall satisfaction is an evaluation based on 

multiple encounter. (lbid) 

• Overall customer satisfaction 

Satisfaction has been defined as an overall evaluation of performance based on all 

prior experiences with a firm. (lbid) 

• Customer’s attitude 

Customers are unreasonable at times, little evidence can be found of extravagant 

customer expectations. (Zeithaml et al., 1993) 

Analyzing service quality in selected restaurants will help us understand about 

different kinds of expectation of customers and received service quality and justify 

the result of this relationship on upcoming situations in order to reach customer 

satisfaction. Better understanding of different situations will be a good guide for 

performing a better service and get a better result at the end which is satisfied 

customers. 
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2.5.3Conceptualization of research question three: Is there any relationship 

between server’s appearance and behavior and customer satisfaction? 

Because of the nature of service, intangibility, employees in service sector have to 

try making the intangibles, tangible for consumers in order to ensure them before 

they want to purchase service. 

So services that are offered by employees and the attitude and appearance of them 

play important part in customer satisfaction. 

On the other hand service should be prepared in a time that consumers order it, so 

employees will deal with providing services in front of consumers face. 

• Service quality and the particular employees 

Service quality is a relationship between a customer and a particular employee 

with whom the customer is dealing. The actual level of service quality is developed 

in the employee –customer relationship, manager must ensure that customers 

experiences are in line with their expectations. (lbid) 

As it is said, services are intangible, so they will be performed and offering to 

customer by employees and staffs who are working in the organization. So one of 

the factors that customer will be dealing with and paying attention to may be the 

appearance of the staff who are serving them and this may possibly affect their 

satisfaction. 

 

2.5.4 Conceptualization of hypothesis one: There is a positive relationship 

between service quality and overall customer satisfaction. 
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As it is being said by Gronroos and we mentioned it in previous pages, service 

quality has been seen as the result of comparing a customer’s expectation with the 

customer’s experience from the service they receive. 

So, it can be conclude from this sentence that comparing the expectation and 

received service which will lead us to service quality will make the customer 

satisfied or dissatisfied. The findings make us reflect this as a hypothesis that 

shows the existence of a positive relationship between service quality and overall 

customer satisfaction. 

2.5.5 Conceptualization of hypothesis two: Service quality factors have a 

positive impact on overall customer satisfaction. 

According to the SERVQUAL model, the five factors of service quality which are 

Tangibility, Reliability, Responsiveness, Assurance and Empathy have a positive 

relationship with customer satisfaction. As Parasuraman , Zeithaml & Berry have 

said in 1988,services are intangible themselves so they need different factors to 

present them. Also ways of presenting service are important, helping customer, 

having the knowledge about service and understanding the customers need are 

always helping to improve the service quality. 

2.5.6 Conceptualization of hypothesis three: There is a relationship between 

server’s appearance and behavior and customer satisfaction. 

As it is studied before, appearance and way of serving like many other factors are 

meant to be effective factors in service quality and also customer satisfaction. In 

this research which is focusing on service quality in 5 star restaurants of Tehran, 

we do believe in these effects. The reason is, there are so many different people 

who pay attention to appearance and behavior of the staffs. 
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Chapter III 

METHODOLOGY 

 

 

This chapter describes the research methods used for this research. The population 

under consideration, sampling and sample size, data collection, method of data 

analysis and method of research are all under focus and discussed in this chapter. 

 3.1 Research purpose  

The purpose of any research can be descriptive, explanatory or exploratory. 

“Exploratory research tends to tackle new problems on which little or no previous 

research has been done” (Brown, 2006, p.43). Besides “exploratory research is the 

initial research, which forms the basis of more conclusive research. It can even 

help in determining the research design, sampling methodology and data collection 

method” (Singh, 2007, p.64). Explanatory research focuses on studying a situation 

or a problem in order to explain the relationships between variables.  (Saunders et 

al. 2007)   

According to Robson (2002 p. 59) descriptive research is a research that seeks to 

describe an accurate profile of persons, events or situations in a particular way to 

suit one’s opinion. This type of research involves producing a correct 

representation of persons or events. (Saunders et al 2007 p. 590) 

As this research discusses the existing situation of service provided in 5-star 

restaurants of Tehran, it is a descriptive research. Furthermore, as it aims to obtain 

a better understanding of the existing situation of service provided in 5-star 
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restaurants of Tehran in order to improve the service level, its results will be 

applicable. 

 

3.2 Research approach 

The two main research approaches are quantitative and qualitative. Bryman(2004) 

states that qualitative research normally emphasizes words rather than 

quantification in the collection and analysis of data. In contrast, quantitative 

research design has different concepts and definition. Cresswell (2003) defines 

quantitative research is one in which the researcher primarily uses post positivist 

claims for developing knowledge.  

In this study, first a qualitative approach has been selected to consider and evaluate 

five qualitative factors related to service provided in 5-star restaurants of Tehran. 

These factors, i.e tangibles, reliability, responsiveness, assurance and empathy 

have been investigated through a Servqual questionnaire distributed among the 

guests/customers. Then in order to evaluate the level of customer satisfaction and 

obtain quantitative results, the collected data were analyzed using SPSS software. 

 

3.3 Research strategy 

Research strategy can be described as a general plan in which research questions 

are answered. Also, research strategy involves the use of research questions as well 

as research objectives, amount of time, extent of existing knowledge and resources 

available (Saunders et al 2007). Furthermore, the major research strategies 

available to researchers are experiment, survey, case study, action research, 

grounded theory, ethnography, and archival research (Saunders et al 2007) 
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In this research a survey strategy has been used. A survey is to collect a large 

amount of data from a particular population based on their views about a particular 

subject; it employs the use of explorative and descriptive research approach 

(Saunders et al 2007 pp. 144). Furthermore, survey strategy allows a researcher to 

collect quantitative data which can be analyzed using descriptive and inferential 

data (Saunders et al 2007). 

Oppenheim (1992) lists the following ten steps in constructing a survey: 

1- Identify the study objectives and the hypotheses to be investigated 

2- Select a target population 

3- Select a research method and prepare the survey instrument 

4- Pretest the instrument 

5- Administer the survey 

6- Organize the data 

7- Analyze the data 

8- Interpret the data 

9- Reach conclusions 

10- Make recommendations based on research findings 

 

The different steps of this research can be summarized as follows: 

- Identifying the research problem and topic 
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- Finding topic related literature and background 

- Designing the research process 

- Designing and making a questionnaire 

- Pretesting the questionnaire for its validity and reliability (pilot test) 

- Collecting data through the questionnaires distributed among the sample 

population 

- Analyzing the data using special software 

- Getting final results of the research through analysis of the data 

- Preparing the final report of the research 

 

3.4 Data collection 

The research data can be collected using different tools depending on the research 

type. The main ones are questionnaires, interviews, focus group interviews, 

observation, case-studies, diaries, critical incidents and portfolios. In this study, a 

questionnaire has been used as the main tool of data collection. According to Jill 

and Roger (2003), a questionnaire is a list of carefully structured questions, chosen 

after considerable testing, with a view to eliciting reliable responses from a chosen 

sample. Saunders et al (2007), suggest that questionnaire is a general term to 

include all techniques of data collection in which each person is asked to respond 

to the same set of questions in a predetermined order. 

Dimensions and components evaluated and measured by the questionnaire of this 
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study are mentioned in table 3-1. 

Table 3-1 

 Dimensions and components of questionnaire 

 

Dimensions 

 

Items 

 

Tangibility 

 

4) How would you rate the number 

of servers available? 

5) How would you rate the food 

taste? 

6) How would you rate the variety 

of the menu? 

8) How would you rate the 

temperature of your food when 

served? 

10) The restaurant design and 

ambiance 

11) How would you rate the overall 

cleanliness of the restaurant? 

12) How would you rate the 

atmosphere of this restaurant? (Is it 
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relaxing?) 

13) How would you rate this 

restaurant’s design and décor? 

 

Reliability 

 

9) How would you rate the food 

value for the price?  

7) Was the food exactly the same as 

mentioned in the menu? 

 

Responsiveness 

 

3) How would you rate the level of 

information given by our servers in 

regard with menu and services? 

 

Assurance 

 

1) How would you rate the 

hospitality of our servers? 

Empathy  
2) How would you rate the 

attentiveness of our servers? 
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3.4.1 Scoring the questionnaire 

A four-point Likert type scale has been used for scoring the questionnaire of this 

research. Likert scale is named after its inventor, the US organizational behavior 

psychologist Dr. Renis Likert (1903-81), is a method of ascribing quantitative 

value to qualitative data, to make it amenable to statistical analysis. A numerical 

value is assigned to each potential choice and a mean figure for all the responses is 

computed at the end of the evaluation or survey. Likert type scales usually have 

five potential choices (strongly agree, agree, neutral, disagree, strongly disagree) 

but sometimes goes up to ten or more. (businessdictionary.com) 

In the questionnaire used in this study, each question has four options: excellent, 

good, average, weak, and the respondent should choose one of the options which is 

closest to his view. Therefore, a four-point Likert type scale has been used to score 

the questionnaires. The reason of choosing these four options is that the data that 

has been analyzed in this research is about the quality; also by experience as 

Iranians, in Iranian culture this kind of division is more common. Table 3-2 shows 

the Likert type scale used in this study.  

Although we know that this four point scale may not be that tender and it is 

possible to cause some bias during the analyses but we were so aware of it and we 

tried our best to avoid any bias in our analyses and conclusions. So we will offer it 

as an implication in the last part of our thesis that would be better for future 

researchers to use another kind of scale for writing the questionnaire. 
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Table 3-2 

Qualitative scale Numerical scale 

Excellent    4 

Good    3 

Average     2 

Week    1 

 

3.4.2 Validity and reliability of the questionnaire 

Validity refers to whether the questionnaire or survey measures what it intends to 

measure. A test or assessment is valid if it is appropriate to measure what it is 

intended to measure. (Seif, 2002/1381)  The overriding principle of validity is that 

it focuses on how a questionnaire or assessment process is used.  Reliability is a 

characteristic of the instrument itself, but validity comes from the way the 

instrument is employed. To assess the validity of this study's questionnaire, the 

views and advice of university professors and consultants have been of assistance. 

First of all, the questionnaires were distributed among 30 participants, and based 

on the results of this pretest; the questionnaire was modified and made ready for 

final distribution and test.  

According to Seif, 2002, reliability of a measurement tool refers to its accuracy. A 

test can be said to be valid if the results are close to each other when the test is 

repeated in a short period of time within the same group of people. The reliability 

of this questionnaire has been tested using the Cronbach's alpha coefficient and 

SPSS software. Cronbach's alpha is the most common measure of internal 
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consistency ("reliability"). It is most commonly used when you have multiple 

Likert type questions in a survey/questionnaire that form a scale, and you wish to 

determine if the scale is reliable. (https://statistics.laerd.com/spss-

tutorials/cronbachs-alpha-using-spss-statistics.php) 

Cronbach’s alpha varies between zero and one, and as much closer to one, the 

higher reliability of the scale. In this study the Cronbach's alpha is 0.805, which 

indicates a high level of internal consistency and reliability for our scale. 

3.5 Population and sampling 

A research population refers to the total collection of elements about which we 

wish to make some inferences (Cooper & Schindler, 1998). According to Saunders 

et al (2007), the full set of cases from which a sample is taken is called the 

population. In this research the target population is all of the five-star restaurants of 

Tehran, as shown in table 3-3. 

 

Table 3-3 

Research target population 

Row 
Name of 

restaurant  
Row 

Name of 

restaurant 
Row 

Name of 

restaurant 

1 Lechateu 10 Bistango 19 BICE 

2 Elizeh 11 Terras 20 
Dolche 

vita 
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3 
Narenjesta

n 
12 Lemon 21 A.S.P 

4 Shanli 13 Mansoon 22 Borjesefid 

5 Santorini 14 
Mansoon 

lounge  
23 

Picasofug

eaon 

6 Monaco 15 Divan 24 Manjiamo 

7 Prime 16 Leon 25 Feline 

8 Belini 17 Antrocot 26 Public  

9 Merci 18 Chil  

According 

to 

(www.fidi

lio.com 

 

Normally in a research, two types of sampling techniques can be used; probability 

or representative sampling and non-probability or judgmental sampling. 

1) Probability or representative sampling: the chance of each case being selected 

from the population is known and is equal for all cases. It is possible to answer 

research question and research objective from the characteristics of the population 

from the sample. E.g. survey. (Saunders et al, 2007) 

2) Non-probability or judgmental sampling: the probability of each case being 

selected from the population is not known and it is impossible to answer questions 

and objective. (lbid.) 

http://www.fidilio.com/
http://www.fidilio.com/
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In non-probability sampling the subjective judgments of the researcher are used in 

selecting the sample. (Dan Remenyi et al., 1998) 

Convenience samples comprise those individuals or organizations that are most 

readily available to participate in the study. (lbid.) In this study, non-probability 

sampling has been engaged.  

According to Saunders et al (2007), in a larger sample size, the chance of error is 

reduced to minimal level. In this research, a sample size of 90 customers has been 

selected. The sample has constituted the members from three different five-star 

restaurants in Tehran, as shown in table 3-4. 

Table 3-4 

Research sample 

Row Restaurant 
Number of 

questionnaire 
 

1 Merci 30 

Fusion style 

restaurant with 2 

years’ 

experience. 

2 BICE 30 

Italian branch 

restaurant  

New in Tehran 

In one of the 

biggest hotels 
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ofTehran. 

3 Terras 30 

Iranian branch 

restaurant with 

European style 

With 10 years’ 

experience 

 

3.6 Data analysis 

Data analysis can take the form of simple descriptive statistics or more 

sophisticated statistical inference. Data analysis techniques include univariate 

analysis (such as analysis of single-variable distributions), bivariate analysis, and 

more generally, multivariate analysis. Multivariate analysis, broadly speaking, 

refers to all statistical methods that simultaneously analyze multiple measurements 

on each individual or object under investigation such as many multivariate 

techniques are extensions of unilabiate and bivariate analysis. (Hair et al., 1995) 

In this study descriptive and inferential statistical methods have been used. In 

descriptive statistics part frequency, percentage, mean and bar charts have been 

used and in inferential statistics Friedman nonparametric test has been selected and 

used.  

We have used Kruskal-Wallis test which does not make assumptions about 

normality. Like most non-parametric tests, it is performed on ranked data so the 

measurement observations are converted to their ranks in the overall data set: the 

smallest value gets a rank of 1, the next smallest gets a rank of 2, and so on. The 
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loss of information involved in substituting ranks for the original values can make 

this a less powerful test than an anova (one way analysis of variance), so the anova 

should be used if the data meet the assumptions. Since it is a non-parametric 

method, the Kruskal–Wallis test does not assume a normal distribution, unlike the 

analogous one-way analysis of variance. However, the test does assume an 

identically shaped and scaled distribution for each group, except for any difference 

in medians. 

This test assume that the observations in each group come from populations with 

the same shape of distribution, so if different groups have different shapes (one is 

skewed to the right and another is skewed to the left, for example, or they have 

different variances), the Kruskal–Wallis test may give inaccurate results 

(Fagerland and Sandvik 2009). 

Kruskal–Wallis is also used when the examined groups are of unequal size 

(different number of participants).[1] 

 

3.7 Research execution 

In order to collect required data for the current research, the researchers attended 

the selected restaurants personally to distribute and collect the questionnaires. 

Bell, J, 2010, Doing Your Research Project: A Guide for First Time Researchers in 

Education, Health and Social Science, Fifth Edition 

Brown RB, 2006, Doing Your Dissertation in Business and Management: The 

Reality of Research and Writing, Sage Publications 

Business Research Methods,© 2008 Dr. Sue Greener &Ventus Publishing ApS 

http://en.wikipedia.org/wiki/Kruskal%E2%80%93Wallis_one-way_analysis_of_variance#cite_note-1
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http://www.oxbridgewriters.com/essays/management/research-methodology.php#ixzz2VoU454js
http://www.oxbridgewriters.com/essays/management/research-methodology.php#ixzz2VoU454js
http://www.oxbridgewriters.com/essays/management/research-methodology.php#ixzz2VpOuv7vn
http://www.oxbridgewriters.com/essays/management/research-methodology.php#ixzz2VpOuv7vn
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Chapter IV 

Data presentation and analysis 

 

This chapter will continue with analyzing and processing the customer view 

about service quality of food in five star Tehran restaurants. 

This mean the average of each question of the questionnaire will shows the 

total average for each restaurant separately. 

 

4. Data presentation and analysis 

Results of analyzing data are presented as follow: 

1. Is there a relationship between service quality in restaurant and overall 

customer satisfaction? 

2. To what extend does service quality factors predict customer satisfaction? 

3. Is there any relationship between server's appearance and behavior and 

customer satisfaction? 

 

In the next stage each of the five dimensions of service will be discussed. 

(Tangibility, reliability, responsiveness, assurance and empathy) 

Non-parametric "Friedman" tests for checking each of five dimensions of 

questionnaire (tangibility, reliability, responsiveness, assurance and empathy) will 

be used for each restaurant separately. 

Finally Kruskal-Wallis will be used for each questionnaire to show Servqual 

model between 3 restaurant Merci, Bice and Terras. 
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4.1 Is there a relationship between service quality in restaurantand overall 

customer satisfaction? 

The correlation coefficient is a numerical index that show the intensity and 

direction of the relationship between two variables, the value is in the range of 

maximum +1 to 0 and 0 to -1, the sign of (+) indicates a positive relation which 

means , by increasing one of the variables rate the other rate of other variable will 

decrease. The relation between service quality in restaurant and overall customer 

satisfaction is shown in chart table 4-1. 

Table 4-1 

The correlation coefficient between service quality and overall customer 

satisfaction 

 Service quality Total 

satisfaction 

Service quality                     Pearson 

correlation 

 

                                            Sig.(2-tailed) 

 

                                           N 

 

1 

 

90 

.691** 

 

.000 

 

90 

 

Overall satisfaction          Pearson 

.691** 

 

1 
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correlation 

                                          Sig. (2-tailed) 

                                            N 

.000 

 

90 

 

 

90 

 

 

 Correlation is significant at the 0.01 level (2-tailed). 

As it can be seen in the above table, there is a positive relation between service 

quality and overall customer satisfaction. (r=0.69, df88 and p<0.001) 

 

4.2 To what extend does service quality factors predict customer satisfaction? 

This part will be estimating and analyzing the relation between service quality and 

overall customer satisfaction with regression equation, to find out that to what 

extend the service quality factors will predict customer satisfaction. 

 

Table 4-2 

Model summary 

     Change statistics 
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Mode 

 

 

 

I                

 

 

 

 

 

 

 

R 

 

 

 

 

R 

Square 

 

 

 

Adjusted 

R 

Square 

 

 

Std. 

Error of 

the 

estimate 

R 

square 

change 

F 

change 

 

Df1 

 

Df2 

 

Sig.F 

change 

 

1 

 

.812 

a 

 

.659 

 

.638 

 

.30252 

 

.659 

 

31.642 

 

5 

 

 

82 

 

.000 

 

a. Predictors: (constant), empathy, tangibility, responsiveness, reliability, 

assurance 

As it can be seen the amount of R Square is about 0.65 while this number is 

expressed as a percentage that will show that our model which includes 

(tangibility, reliability, responsiveness, assurance and empathy) 75.9% of the 

variance to determine in overall customer satisfaction. 

4.3 Is there any relationship between server’s appearance and behavior and 

customer satisfaction? 



55 
 

We are now going to analyze the third research question through Pearson 

correlation coefficient. 

The chart 4-3 will show the influences and relations. 

 

Table 4-3  
 

Correlation 

 Total satisfaction Server  

Total                    Pearson             

                           Correlation 

                         Sig .(2-

tailed) 

                                 N 

Satisfaction 

1 

 

 

 

90 

.537** 

 

.000 

 

90 

 

Server                    Pearson 

Correlation 

                           Sig.(2-

tailed) 

                                    N 

.537** 

 

.000 

 

90 

1 

 

 

 

90 

 

 Correlation is significant at 0.01 levels (2-tailed). 
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As it can be seen in the above chart, there is a positive and significant relation 

between employee's behavior and services and overall customer satisfaction. 

(r=0.53/df88p<0.001) 

 

4.4  Presenting data and analysis of hypothesis 1 

H1: There is a positive relationship between service quality and overall 

customer satisfaction. 

According to the table 4-4 which is analyzing the questionnaire and also 

according to table 4-1 which shows the correlation coefficient between 

service quality and overall customer satisfaction (r=0.69, df88 and p<0.001) 

, we accept the hypothesis 1. So the positive relationship between service 

quality and overall customer satisfaction exists. 

 

4.5 Presenting data and analyses of hypothesis 2 

H2: service quality factors have a positive impact on overall customer 

satisfaction. 

According to table 4-2 which is analyzing the impact of service quality factors 

on overall customer satisfaction, and results of the questions related to the H2 in 

questionnaire, service quality factors which are tangibility, reliability, 

responsiveness, assurance and empathy have definite impact on overall 

customer satisfaction. This conclusion is expressed as a percentage of 75.9% of 

variance to determine in overall customer satisfaction. So the hypothesis 2 is 

also accepted. 

 

4.6  Presenting data and analyses of hypothesis 3 
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H3: there is a relationship between server’s appearance and behavior and 

customer satisfaction. 

According to table 4-3 and related questions of the questionnaire for 

hypothesis 3, finally it can be concluded that there is a positive relationship 

between employee's behavior and services and overall customer satisfaction. 

(r=0.53/df88p<0.001) 

So the hypothesis 3 is accepted. 

 

4.7  Servqual evaluative descriptive questions 

The following table shows the main research variables for each 3 different 

restaurants (Merci, BiCE and Terras) 

Moreover in the following chart the highest and lowest average for each 

restaurants is shown with two different colors (green for highest one and red for 

lowest). 

Overall customer's evaluation of the value of food and the price they charge with 

total of 2.96 was the lowest and customer evaluation of cleanliness of restaurants 

environment with average total of 3.47 was the highest average. 

 

Table 4-4 

Servqual descriptive statistic of questionnaire   

 

 Question average Average Average of Total 
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of 

Merci 

restaura

nt from 

4 

of BiCE 

restaura

nt from 

4 

Terrass 

restaurant 

from 4 

average 

from 4 

1 How would you rate the hospitality 

of our servers? 

 

3.37 

3.37 3.20 3.31 

2 How would you rate the 

attentiveness of our servers? 

3.30 3.20 3.03 3.18 

3 How would you rate the level of 

information given by our servers in 

regard with menu and services? 

3.33 2.23 3.10 3.22 

4 How would you rate the number of 

servers available? 

3.13 2.17 3.20 3.17 

5 How would you rate the food taste? 3.40 3.13 3.50 3.33 

6 How would you rate the variety of 

the menu? 

3.17 3.43 3.27 3.29 

7 Was the food exactly the same as 

mentioned in the menu? 

3.20 3.47 3.17 3.28 

8 How would you rate the 

temperature of your food when 

served?   

3.13 3.20 3.23 3.19 
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9 How would you rate the food value 

for the price? 

3.13 2.63 3.10 2.96 

10 The restaurant design and 

ambiance? 

3.23 3.21 3.53 3.53 

11 How would you rate the overall 

cleanliness of the restaurant? 

3.53 3.41 3.47 3.47 

12 How would you rate the atmosphere 

of this restaurant? (Is it relaxing?) 

3.14 3.57 3.17 3.29 

13 How would you rate this 

restaurant’s design and décor? 

3.27 3.03 3.47 3.26 

14 The overall satisfaction? 3.25 3.31 3.27 3.28 

 

In table 4-5 each of the questions that gain the highest and lowest average will be 

indicated for each restaurant separately. 

Table 4-5 

 

Restaurant 

Name 

 

The highest average 

 

 

The lowest average 

 

MERCI 

 

How would you rate the overall 

How would you rate the 

temperature of your food when 

served?  (3.13) 
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 cleanliness of the restaurant? 

(3.53) 

 

How would you rate the food 

value for the price?(3.13) 

 

BiCE 

 

How would you rate the 

atmosphere of this restaurant? (Is 

it relaxing?)(3.57) 

How would you rate the food 

value for the price?(2.63) 

 

TERRAS 

 

The restaurant design and 

ambiance?(3.53) 

 

How would you rate the 

attentiveness of our 

servers?(3.03) 

 

4.8  Analyzing questionnaire dimensions (SERVQUAL) 

 

4.8.1 A glance of questionnaire dimensions for all the3 restaurants 

This part is trying to analyze and evaluate each of the dimensions of 

questionnaire (tangibility, reliability, assurance, empathy and 

responsiveness) for each restaurant separately. 

The table 4-6 shows each of the dimensions for Merci, BiCE and Terras 

restaurant. 

As it can be seen in table 4-6 assurance with average of 3.31, reliability 

with total average of 3.11 have respectively the highest and lowest level 

in these 3 restaurants. 
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Table 4-6 
 

Dimensions 

 

 

Merci 

restaurant 

BiCE 

restaurant 

Terras 

restaurant 

Average of 

all 

dimensions 

Tangibility 

 

 

 

3.25 

 

3.26 

 

3.35 

 

3.29 

Reliability 

 

 

 

3.16 

 

3.05 

 

3.13 

 

3.11 

 

Responsiveness 

 

 

3.33 

 

3.23 

 

3.10 

 

3.22 

Assurance 

 

 

 

3.36 

 

3.36 

 

3.20 

 

3.31 

Empathy 

 

 

 

3.30 

 

3.20 

 

3.03 

 

3.17 

 

 

In table 4-7 the highest and lowest average of diminutions in 3 different 

restaurants will be shown separately. Red shows the lowest and green 

shows the highest dimensions.  
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Table 4-7   
 

Directions Merci restaurant 

 

 

Bice restaurant Terras 

restaurant 

Tangibility 

 

 

3.25 

 

3.26 

 

3.35 

 

Reliability 

 

3.16 

 

3.05 

 

3.13 

Responsiveness  

3.33 

 

3.23 

 

3.10 

Assurance  

3.36 

 

3.36 

 

3.20 

 

Empathy 

 

 

3.30 

 

3.20 

 

3.03 

 

As it can be seen in the above chart, average rate of reliability in Merci 

restaurant is 3.16 and BiCE restaurant with an average of 3.05 and 

empathy is 3.03 in Terras are the lowest dimensions. 

Also, assurance could be seen with the same average in both Merci and 

BiCE restaurants with an average of 3.36 and tangibility is the highest 

average with 3.35 in Terras. 
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The important point in the above chart is that, Merci and BiCE in 2 

different dimensions (reliability and assurance) respectively have the 

highest and lowest average rate. 

In the rest of the research all five dimensions will be discussed 

descending for all 3 restaurants separately. 

 

                  4.8.2 Descriptive review of questionnaire in each of 3 restaurants 

In this part, different rate of dimensions can be seen in all 3 restaurants. 

Table 4-8 illustrate assurance dimension with an average of 3.31 and 

standard deviation with an average of 0.78 and variance with 0.62 is the 

highest dimension. 

Reliability with an average of 3.11 and standard deviation of 0.64 and 

variance of 0.41 is the lowest dimension. 

 

 

Table 4-8 
 

Descriptive review of questionnaire in each of 3 restaurants 

 

  

N 

 

Mean 

 

Std. 

deviation 

 

Variance 

Assurance 

 

 

90 

 

 

3.3111 

 

 

.78818 

 

 

.621 
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Tangibility 

 

 

Responsiveness 

 

 

Empathy 

 

 

Reliability 

 

 

 

90 

 

 

89 

 

 

89 

 

 

90 

3.2909 

 

 

3.2247 

 

 

3.1798 

 

 

3.1167 

.43201 

 

 

.86278 

 

 

.80569 

 

 

.64062 

.187 

 

 

.744 

 

 

.649 

 

 

.410 

 

 

4.8.3 Descriptive analyses of Servqual questionnaire dimension in 

Merci restaurant 

 

In this part all of the 5 dimensions will be analyzed in Merci restaurant. 

As it shows in table 4-9, assurance with an average of 3.36 and standard 

deviation of 0.88 and variance of 0.79 is the highest and reliability with 

an average of 3.16 and standard deviation of 0.63 and variance of 0.40 is 

the lowest dimensions. 

 

Table 4-9  

Descriptive analyze of Servqual questionnaire dimension in Merci  

Restaurant 
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 N Mean Std 

.deviation 

Variance 

 

Assurance 

 

Responsiveness 

 

Empathy 

 

Tangibility 

 

Reliability 

 

Valid (listwise) 

 

30 

 

30 

 

30 

 

30 

 

30 

 

30 

 

3.3667 

 

3.3333 

 

3.3000 

 

3.2524 

 

3.1667 

 

.88992 

 

.80230 

 

.83666 

 

47264 

 

.63427 

 

.792 

 

..644 

 

.700 

 

.223 

 

.402 

 

4.8.4 Descriptive analyze of Servqual questionnaire dimension in 

BiCE restaurant. 

 

In this part all of the 5 dimensions will be analyzed in BiCE restaurant. 

As it shows in chart 4-10, assurance with an average of 3.36 and standard 

deviation of 0.66 and variance of 0.44 in the highest and reliability with 

an average of 3.05 and standard deviation of 0.60 and variance of 0.36 is 

the lowest. 
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Table 4-10 
 

  

N 

 

Mean 

 

Std. 

deviation 

 

Variance 

 

 

Assurance 

 

 

Tangibility 

 

 

Responsiveness 

 

 

Empathy 

 

 

Reliability 

 

 

Valid N (list 

wise) 

 

 

 

30 

 

 

30 

 

 

30 

 

 

30 

 

 

30 

 

 

30 

 

 

3.3667 

 

 

3.2661 

 

 

3.2333 

 

 

3.2000 

 

 

3.0500 

 

 

.668868 

 

 

.37326 

 

 

.89763 

 

 

.66436 

 

 

.60672 

 

 

.447 

 

 

.139 

 

 

.806 

 

 

.441 

 

 

.368 
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4.8.5 Descriptive analyses of Servqual questionnaire dimension in 

Terras restaurant 

 

In this part all the 5 dimensions will be analyzed in Terras restaurant as it 

is shown in table 4-11. 

Tangibility with an average of 3.35 and standard deviation of 0.45 and 

variance of 0.20 in the highest and empathy with an average of 3.03 and 

standard deviation of 0.90 and variance of 0.82 is the lowest. 

 

Table 4-11 

Descriptive analyses of Servqual questionnaire dimension in Terras 

restaurant. 

 

 N Mean Std. 

deviation 

variance 

 

 

Tangibility 

 

 

Assurance 

 

 

Reliability 

 

 

 

 

30 

 

 

30 

 

 

30 

 

 

 

 

3.3542 

 

 

3.2000 

 

 

3.1333 

 

 

 

 

.45139 

 

 

.80516 

 

 

.69398 

 

 

 

 

.204 

 

 

.648 

 

 

.482 
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Responsiveness 

 

 

Empathy 

 

 

Valid N (list 

wise) 

 

 

29 

 

 

29 

 

 

28 

3.1034 

 

 

3.0345 

.90019 

 

 

.90565 

.810 

 

 

.820 

 

4.8.6 Bar chart for each restaurant dimension 

 

Bar chart 4-1 is to have better view of each dimension and comparing 

each dimension for Merci, BiCE and Terras restaurant. 

 

 

Bar chart 4-1 
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4.9 Freedman test 

 

4.9.1 Result of Freedman test in Merci restaurant 

The purpose of this part is to rank each of questionnaire dimensions 

(from highest to lowest) in Merci restaurant with the use of Freedman 

test. 

 

 

Table 4-12 
Freedman test in Merci restaurant 

 

2,8

2,9

3

3,1

3,2

3,3

3,4

tangibility reliability responsivness assurance empathy

Merci

BiCe

Terass

Total
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Ranke SERVQUAL Dimension The result of 

freedman test 

1 Assurance 3.37 

2 Responsiveness 3.25 

3 Empathy 3.18 

4 Reliability 2.73 

5 Tangibility 2.47 

 

 

Average rate of questionnaire dimension with assurance of 95% will 

show that assurance with the 3.37 have the highest rate and tangibility 

with the rate of 2.47 have the lowest rate. 

 

Bar chart 4-2 

Freedman test in Merci restaurant 
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4.9.2 Result of Freedman test in BiCE restaurant 

The purpose of this chart is to rank each of dimensions from highest to lowest in 

BiCE restaurant with the use of Freedman test. 

 

Table 4-13 

Freedman test in BiCE restaurant 

Ranke SERVQUAL Dimension The result of freedman test 

1 Assurance 3.30 

2 Responsiveness 3.17 

0

0,5

1

1,5

2

2,5

3

3,5

4

assurance responsivness empathy reliability tangibility

Series 1

Series 2

Series 3



72 
 

3 Tangibility 3.02 

4 Empathy 2.93 

5 Reliability 2.58 

 

Average rate of questionnaire dimension with assurance of 95% will show that, 

assurance with rate of 3.30 is the highest and reliability with the rate of 2.58 is the 

lowest rank. 

 

Bar chart 4-3 

Freedman test in BiCE restaurant 

 

 

0

0,5

1

1,5

2

2,5

3

3,5

assurance responsivness tangibility empathy reliability

Series 1

Series 2

Series 3
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4.9.3 Result of freedman test in Terras restaurant 

The purpose of this part is to rank each of dimensions from highest to lowest in 

Terras restaurant by using Freedman test. 

 

Table 4-14 

Freedman test in Terras restaurant 

 

Ranke SERVQUAL Dimensions The result of freedman test 

1 Tangibility 3.61 

2 Assurance 2.93 

3 Reliability 2.86 

4 Responsiveness 2.86 

5 Empathy 2.75 

 

Average rate of questionnaire dimension with assurance of 95% will show that, 

tangibility with range of 3.61 is the highest and empathy with the rate of 2.75 is the 

lowest. 

 

Bar chart 4-4 
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Freedman test in Terras restaurant 

 

 

 

4.10KRUSKAL WALLIS test 

In this part of research we are going to analyze the difference between the 

values for each of the dimensions of questionnaire in the 3 restaurant. 

The goal is to find that is there any significant relation between the dimension 

of questionnaires or not. 

4.10.1KRUSKAL WALLIS test for tangibility 

The results of the Kruskal Wallis test are shown as follow: 

 

0

0,5

1

1,5

2

2,5

3

3,5

4

tangibility assurance reliability responsivness emphaty

Series 1

Series 2

Series 3
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Table 4-15  

KRUSKAL WALLIS test for tangibility 

Test Statisticsa.b 

 Tangibility 

Chi-square 

 

Df 

 

Asymp.Sig. 

.844 

 

2 

 

.656 

 

 

a. Kruskal Wallis test 

b.  Grouping variable: restaurant 

Kruskal Wallis chi-square is 0.844 which is not significant in range of statistical 

view in 0.656 so, we can conclude that there are not any differences in tangibility 

dimension in range of the 3 restaurant. 

 

4.10.2 KRUSKAL WALLIS test for reliability 

The result of the test of Kruskal Wallis will be shown as follow: 
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Table 4-16 

KRUSKAL WALLIS test for reliability  

Test statisticsa.b 

 

 Reliability  

 

 

Chi-square 

 

Df 

 

Asymp. Sig. 

 

 

.333 

 

2 

 

.846 

 

 

a. Kruskal wallis test 

b. Grouping variable: restaurant 

 

Kruskal Wallis chi-square is 0.333 which is not significant in range of 

statistical view in 0.846 so, we can conclude that there are not any 

differences in reliability dimension in range of the 3 restaurant. 

 

4.10.3KRUSKAL WALLIS test for responsiveness  

 

The result of the test of Kruskal Wallis will be shown as follow: 



77 
 

Table 4-17 

KRUSKAL WALLIS test for responsiveness 

Test statisticsa.b 

 Responsiveness 

 

Chi-square 

 

 

Df 

 

Asymp. Sig. 

 

1.075 

 

 

2 

 

.584 

 

a.Kruskala Wallis test 

b. Grouping variable: restaurant 

 

Kruskal wallis chi-square is 1.075 which is not significant in range of 

statistical view in 0.584 so, we can conclude that there are not any 

differences in responsiveness dimension in range of the 3 restaurant. 

 

4.10.4 KRUSKAL WALLIS test for assurance 

The result of the test of kruskalwallis will be shown as follow: 
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Table 4-18 
KRUSKAL WALLIS test for assurance 

 

Test statistics a,b 

 Assurance 

 

Chi-square 

 

 

Df 

 

 

Asymp. Sig. 

 

1.428 

 

 

2 

 

 

.490 

 

a. Kruskal Wallis test 

b. Grouping variable: restaurant 

Kruskal Wallis chi-square is 1.428 which is not significant in range of statistical 

view in .490, so we can conclude that there are not any differences in assurance 

dimension in range of the 3 restaurant. 

4.10.5 KRUSKAL WALLIS test for empathy 

The result of the test of Kruskal Wallis will be shown as follow: 
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Table 4-19 

KRUSKAL WALLIS test for empathy 

Test statisticsa,b 

 Empathy 

 

Chi-Square 

 

Df 

 

Asymp-Sig. 

 

1.819 

 

2 

 

.403 

 

a. Kruskal Wallis test 

b. Grouping variable: restaurant 

Kruskal Wallis chi-square is 1.819 which is not significant in range of statistical 

view in .403 so, we can conclude that there are not any differences in empathy 

dimension in range of the 3 restaurant. 
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Chapter V 

Findings and conclusions 

 

  

In this chapter the findings and conclusions of this research are presented. The 

purpose of this research is to obtain a better understanding of how service quality 

can affect customer satisfaction in five star restaurants of Tehran. This has been 

done by looking into three research questions presented in chapter II. 

In this chapter the three research questions will be answered, and then 

implications, recommendations and limitation for future research will be discussed. 

 

5.1 Is there a relationship between service quality in restaurants and overall 

customer satisfaction? 

According to our research and study there is a positive and significant relationship 

between service quality and customer satisfaction. In this study we used the 

SERVQUAL which is a diagnostic tool to uncover a firm’s broad weaknesses and 

strengths in the area of service quality. Based on SERVQUAL instrument we 

considered five dimensions of service quality which include tangibles, reliability, 

responsiveness, assurance and empathy. We looked at customer satisfaction as a 

very important and subjective element in service quality management and based on 

the data analysis the existence of a positive relationship between customer 

satisfaction and service quality is proved. 
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5.2 To what extent do service quality factors predict customer satisfaction? 

Based on the findings of this study, the service quality factors including tangibles, 

reliability, responsiveness, assurance and empathy can predict the customer 

satisfaction by an extent of 65.9% which is a good result in respect of prediction.  

 

5.3 Is there any relationship between server's appearance and behavior and 

customer satisfaction? 

According to the finding of this research there is a relationship between the server's 

appearance and behavior and customer satisfaction. Based on the data collected 

through questionnaires, most of the customers care strongly about the behavior and 

appearance of the servers, which ultimately influence their satisfaction. 

 

5.4 Implications for practitioners 

This research provides experimental evidence for existence of a strong relationship 

between service quality and overall customer satisfaction. The findings of this 

research indicate that the service quality factors have a positive impact on overall 

customer satisfaction. These findings are in agreement with previous finding that 

Oliver (1981) defined satisfaction as a summary of psychological state resulting 

when the emotion surrounding disconfirmed expectations is coupled with the 

consumer's prior feelings about the consumption experience. On the other hand, 

Bitner (1990) has said the argument that customer satisfaction leads to service 

quality. 
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The results also indicate that, assurance with an average of 3.21 and reliability with 

an average of 3.11 has respectively the highest and lowest dimensions in the 3 

restaurants. 

The other result for the study according to the questionnaires which are collected 

from 90 customers in 3 different restaurants, are five dimensions of service which 

was asked in service quality. 

Overall, reliability had the lowest average with 3.31 from 4.00 and assurance with 

an average of 3.31 from 4.00 is the lowest and highest respectively.  

On the other hand, according to questionnaires, in Merci restaurant the weakest 

service was found in the number of available servers in restaurants and the 

temperature of food while serving and the price of food. 

Then weakest point of service in BiCE restaurant was found in the question 9 of 

the questionnaire, which is about the price of food and decoration of the restaurant. 

Weakest point in Terras restaurant could be found in questions 2,3 and 9 which are 

about the responsiveness of servers, the level of information that servers offers to 

customers and the price of food and the value of food respectively. 

The current study has provided some proofs of the service quality factors that 

positively influence customer satisfaction.  

It also provides operational information for managers of five star restaurants in 

Tehran and also offers insight concerning the perception of service quality, by 

analyzing all five dimensions of service. Therefore, managers should concentrate 

about reliability factors in order to improve service quality in Tehran's 5 star 

restaurants. 
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For managers, following service quality process is critical in order to reach their 

goals and aims of business. So, the research has been made a valuable contribution 

to service quality literature. 

Finally, the benefits of this research will help the 5 star Tehran restaurants 

managers and operations as follow: 

 • Lower cost of attracting new customers. (Satisfied customers help 

restaurants to attract new customers) 

 • Finding the failure of service in order to fix them with the aim of 

achieving customer satisfaction. 

In the research, empathy and reliability are the two dimensions which need some 

consideration in order to increase the overall customer satisfaction.  

Moreover, responsiveness, tangibility and assurance respectively, are the 

dimensions which have fine position in five stars restaurants in Tehran. 

The dimension of empathy is about employees caring about customers in 

restaurants with providing customer's needs and wants. 

Responsiveness dimension is about confidence and the way of conversation made 

by servers to guests in restaurant. 

Finally, according to the findings of this research, the following suggestions can be 

offered to the managers of five-star restaurants in Tehran: 

- Managers of Tehran five-star restaurants should pay more attention to their 

servers. Therefore, the managers need to have training programs for servers in 

order to improve service quality in 5 star Tehran restaurants. 
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- The most important factor in restaurants is front line employees. Front line 

employees are the key to success in restaurant industry. 

- Reliability, responsiveness, assurance and empathy are the important dimensions 

which could be offered by employees in restaurants. 

 

5.5 Implications for further research 

The current research indicates some limitations which somehow necessitate further 

research. First of all this study is limited to only 3 restaurants taken out of the 26 

five-stars restaurants in Tehran. The second limitation was that the questionnaires 

were distributed in weekend time when restaurants are full and busy and therefore, 

service quality may have some difficulties at these times. Also the questionnaire 

was based on a four point Likert type scale which can be replaced by another scale 

in order to be tenderer. 

For future researches, more relevant attributes can be added to the SERVQUAL 

dimensions to make questionnaires more applicable for five star restaurants in 

Tehran. 

We also suggest that more restaurants and different times to be considered in future 

researches. Also age, gender and level of education of customers can be taken into 

consideration while preparing the questionnaires in order to have more powerful 

and reliable results. 
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